EXHIBIT  11-1 


MARKETING  METHODS 
THAT  BOOST  SALES 

•  $81  Billion  Opportunity 

•  Complex,  Rapidly  Changing  Marketplace 

•  The  Question:  How  to  Shift  to 
Market-driven  Strategies 

•  Research  Scope 

-  Characteristics  of  Good  Marketing 

-  Examples 

-  How  to  Recognize  and  Act  on 
Opportunities 

-  Suggested  Methods,  Tools,  and 
Techniques 
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U.S.  INFORMATION  SERVICES  INDUSTRY 


1990^  

20       40       60       80  $100 

Market  Size  ($  Billions) 


INPUT 


MARKET  STRATEGIES  CONTINUOUSLY 
DRIFT  OFF  TARGET 


1 50  +  EACH  1     WASTED  SALES  CALLS 


MISDIRECTED  SALES  PROMOTIONS 


7 


$15,000  +  EACH 

^  ^  ^  ^  ^  ^  ^ 


UNNECESSARY  ENHANCEMENTS 


$150,000  +  EACH 

//////  /  /  / 


MISTARGETED 
PRODUCT  LINES 


INDUSTRY  PERFORMANCE 


1982 


1983 


22%  Growth  Rate 

-J  \  I  L_ 


1 


10      15      20      25      30  $35 
U.S.  Available  Revenues 
($  Billions) 
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EFFECTIVE  MARKETING  IS  THE  KEY 


STAGES  OF  DP  VENDOR 
MANAGEMENT  FOCUS 


PRODUCT  MARKETING 
AND 
SALES 


INDUSTRY  SIZE 

(By  Mode  of  Delivery) 
1983 


($  Billions) 
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ANNUAL  REVENUE  GROWTH 


I  \  \  \  I 

0  5  10  15  20% 

(Percent) 
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FACTORS  SUPPORTING  GROWTH 
PROCESSING  SERVICES 


Environment 


Marketing 


Products 


39%  [j 
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(Percent) 
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ANNUAL  REVENUE  GROWTH 


 39%  P 

 1  I  \  I  I  \  I     I  I 

0  10          20  30         40  50?^. 

(Percent) 
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Year  on  Year 
Quarterly 
Growth 


PUBLIC  PROCESSING 
SERVICES  COMPANIES 


30% 


20 


10 


Q1      Q2     Q3  Q4 
1982 


0^ 


Q1     Q2      Q3  Q4 
1983 


Revenue 


 Income 
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Year  on  Year 
Quarterly 
Growth 
140% 


PUBLIC  SOFTWARE 
PRODUCT  COMPANIES 


Q2  Q3 
1982 


Q2  Q3 
1983 
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AVERAGE 
MEDIAN 


NUMBER  OF  TRANSACTIONS 

146 


118 


138 


42 


TOTAL  VALUE 

1983 


Total 
$1.01  Billion 

Broadview  Associates 


43 


U.S.  COMPANIES 
ANNUAL  REVENUES  OVER  $100  MILLION 


1974 


1979 


1984 
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EXAMPLE  OF  CHANGE 


1900  -  WHICH  POWER 
SOURCE  TO  SELECT 
FOR  AUTOMOBILE? 

•  Electric  •Steam  •Gasoline 


CHARACTERISTICS 


Reliability 

ELECTRIC 

STEAM 

GAS 

Good 

Good 

Poor 

Noise 

Good 

Good 

Poor 

Vibration 

Good 

Medium 

Poor 

Fuel 

Availability 

Medium 

Good 

Poor 

CHARACTERISTICS 


Starting 

ELECTRIC 

STEAM 

GAS 

Good 

(Poor) 

Good 

Power 

Good 

Good 

Poor 

Range 

(Poor) 

Good 

Medium 

Speed 

Good 

Good 

Poor 

Other  Use 

Good 

Good 

Poor 
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The  Winner  - 


Electric  Power! 
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But  -  by  1910 
Gasoline  Dominated 
What  Happened? 


CHANGES: 
Interchangeable  Parts  (Leiand) 
Rural  Market  (Ford) 
Multiple  Cylinders 
Fuels  Improved 


Gas  Solved  Its 
Problems  Steam/ 
ESectricity  Did  Not 


LESSONS 

•  Watch  for  Market  and 
Technology  Innovations 

9  Look  for  'Unrelated"  Changes 
®  Understand  Innovation 


mpuT 


CON-TARGET  A 
MARKETING  J 

"THE  MARKETING 
CONCEPT" 

CHARACTERISTICS 

•  WAY  OF  DOING  BUSINESS 

•  INVOLVES 

-CUSTOMER  FOCUS 

-LONG-TERM  OUTLOOK 

-INTEGRATED  SYSTEMS 
APPROACH 

•  REQUIRES  COMPANY-WIDE 
IMPLEMENTATION 


8-3 


ON  TARGET 
MARKETING 


MARKETING 
IS  A  DECISION  process! 


•      MARKETING  IS    NOT  SELLING 


•      MARKETING  IS    NOT    A  DEPARTMENT 


MARKETING  IS  DECIDING 


fWHOl 

1  TO  1 

WHAT 

TO  ^ 

COMMON  DEFICIENCIES 


•No  Segment  Priorities 

•No  Recent  Segmentation  of: 

-  Customers 

-  Lost  Sales 

-  Lost  Prospects 

-  Prospects 

•Incomplete  Competitive  information 
•No  Formal  Market  Data  Collection 


INPUT 


MARKET  STRATEGY 


WHAT?  1^ 
Product 

wmmr 

Support 

taiilT" 


Price 


MARKET  STRATEGY 


HOW? 

Channels? 

mmm — 

Promotion 


PRODUCT  AND  SALES  MARKETING 
THINKING  ^^"^"^  THINKING 


PRODUCT  FIRST   MARKET  NEEDS  FIRST 

SALES  REVENUES     .  .  PROFIT  PLANNING 

TODAY,  THIS  MONTH  LONG  TERM  TRENDS, 

OPPORTUNITIES 
AND  THREATS 

SELLANYONE   SEGMENT 

PRIORITIES 

INDIVIDUAL  EFFORT   GOOD  SYSTEMS 

FOR  ANALYSIS. 
PLANNING  AND 
CONTROL 
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EXHIBIT  11-3 


DELIBERATE  SALES  PROMOTION 
STRATEGIES  PAY  OFF 

•  Today's  Noisy  Marketplace  Demands 
More  Aggressive  Sales  Promotion 

•  Rewards  Abound 

•  Characteristics  of  Effective  Sales 
Promotion: 

-  Viewed  as  a  Strategic  Activity 

-  Ongoing  Commitment 

-  Includes  Measurement  Methods 


-  13  - 
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EXHIBIT  11-6 


CUSTOMER  SERVICE  IS  A 
MAJOR  MARKETING  OPPORTUNITY 

•  Full  Revenue  Potential  Often 
Overlooked 

•  Expand  Scope  of  Services: 

-  Supplies 

-  Environment  Planning 

-  Site  Audits 

-  System  Consulting 

•  Other  Actions  to  Consider: 

-  P&L  Center 

-  Reevaluate  Pricing 

-  Apply  Latest  Technologies 


-  19  - 
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EXHIBIT  11-4 


EFFECTIVE  PRODUCT  POSITIONING 
DEMANDS  EARLY  DETECTION 

•  Market  Selection  Decisions  Are  #1 

•  Strategies  Vary  but  Results  Are  Dramatic 

•  Characteristics  of  Effective  Product 
Positioning : 

-  Early  Detection 

-  Explicitly  Defined  Strategies 

-  Integrated  Products 

-  Early  Launch 


-  15  - 
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DECISION  FACTOR  RATINGS 
(ALL  CUSTOMERS) 


DECISION  FACTOR 

RATING 

CONFIDENCE 

4.4 

SOFTWARE 

4.0 

PRICE 

3.8 

SUPPORT 

3.7 

EXPERIENCE 

3.4 

PROXIMITY 

3.1 

HARDWARE 

2.8 

VENDOR  SIZE 

2.6 

DEMO 

2.0 

1  =  NO  IMPORTANCE 
5  =  VERY  IMPORTANT 
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TOP  3  DECISION 
FACTORS  BY  SEGMENT 


EXPERIENCED 
USER 


FIRST  TIME 
USER 


1. 


CONFIDENCE 


SOFTWARE 


PRICE 


2. 


SUPPORT 


CONFIDENCE 


3. 


PROXIMITY 


PRICE 


HARDWARE 


SUPPORT 


6-7 


INPUT 


MARKET  SEGMENTATION: 

•  Function  •  Geography 

•  Industry    •Stage  of  Development 

•  Company  •Type  of  Person 
Size 


3^iPUT 


MARKETING 
AUDITS 

^  ) 


7-1 


ON  TARGET  MARKETING^ 


M. 


Opportunity 
I 


y 

Market 
Intelligence" 


i — 

External 
Analysis 

L  


I 

Internal 
Analysis^ 

I 


Internal 
'information 


V 

strategy 


SNPUT  ^ 
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EXHIBIT  V-5 
RATING  SCALE, 
CUSTOMERS 

OUR 


TOPIC                       CRITERIA  SCALE 

RATING 

CUSTOMER 
SAT  1 SF  ACT  I  ON 

Percent  of  customers  classified 
our  product 

Over  75%                       =  +2 
50%  to  75%                    =  0 
Under  50%                     =  -2 

/  iA/^\  ]r)u/k/ 

CUSTOMER 

DDrM?TT  P 
trsvJc  i.Lf£« 

DATA 

Percent  of  customers  for  which 
we  nave  coxxcclcq  an  xeasc 
three  segment  variables 

Over  75% 

50%  to  75%                     =  0 
Under  50%                      =  -2 

PRODUCT 
USAGE 

Percent  of  customers  using  our 
product  "extensively" 

Over  75%                        =  +2 
50%  to  75%                    =  0 
Under  50%                      =  -2 

SEGMENT 
IDENTI- 
FICATION 

Extent  to  which  the  character- 
istics of  our  three  main  seg- 
ments have  been  defined,  docu- 
mented, and  communicated 

Much                               =  +2 
Some                              =  (Oy^ 
Little                            =  -2 

REASONS 
BOUGHT 

Extent  to  v;hich  we  are  aware 
of  the  primary  reasons  why 
each  customer  in  the  past  12 
months  has  acquired  our 
product 

Have  formally  asked 
customers                       =  +2 

Have  asked  sales 

person                            =  0 

Gut  feel 

-z, 

-  9!  - 
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EXHIBIT  V-6 
CUSTOMER  ANALYSIS 

WORKSHEET  SUMMARY 


Project 


Ml 


Page  i  

Date . 


CONCLUSIONS/COMMENTS 


Ml^  'SBTWBE/yJ  HQ  A^)D  l^ioios 
7/;(0  =  Oil.       s/j^  =AeH05P/)CB 

MmnsT  ^fifwrnrso  (9ve^  ^/oS  Cd. 


IMPACT  # 
O     T      S  W 


EVALUATION  OF  DATA  AVAILABILITY 


EXC. 


FAIR 


POOR 


ISSUES  TO  RESOLVE/DATA  NEEDED  ' 


'FkD-pUCT  /M/X^B  =  1/e'R\(  CbrvifAJUlBS 

UjHfitT  /^ou^rf^/BS  TCS  ^AJ^  To  P 


ACTION  NEEDS 


O  =  Opportunities,    T  =  Threats,    S  =  Strengths,    W  =  Weaknesses 

Form  #  OTM  (13  J" 

-  92  - 
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COI^IVION  DEFICIENCIES 

•No  Segment  Priorities 

•No  Recent  Segmentation  of: 

-  Customers 

-  Lost  Sales 

-  Lost  Prospects 

-  Prospects 

©Incomplete  Competitive  Information 
«No  Formal  Market  Data  Collection 
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CUSTOMER  ANALYSIS 
FACTORS  LIST 


PURPOSE:    Our  most  important  business  decision  is  deciding  what  type  of 

customers  to  pursue.  The  customers  we  actually  sell  to  may  or  may 
not  be  the  ones  we  intended  to  serve.  Therefore,  the  accuracy 
and  depth  of  our  understanding  of  their  characteristics  is 
fundamental  to  a  realistic  appraisal  of  our  opportunities. 

FACTORS:    An  analysis  of  the  following  factors  can  help  give  us  insights 
concerning  who  we  are  really  selling  and  why. 


A.  CUSTOMER  SEGMENTS 

1.  Functions/Needs 

2.  Groups 

B.  PRODUCT  MODULES  ACQUIRED 

C.  SATISFACTION  LEVEL 

1.  Product 

2.  Support 


D.    DEGREE  OF  PRODUCT  USE 

1.  Volume 

2.  Frequency 

3.  User  Characteristics 


C.     OBJECTIONS  AND  CONCERNS 

1.  Most  Frequent 

2.  Toughest 

H.      DEMAND  STIMULANTS 

I.     COMPETITORS  CONSIDERED 

1.  Strongest 

2.  Second  Strongest 

3.  Third  Strongest 

J.      WHY  BOUGHT  FROM  US  INSTEAD 
OF  COMPETITION 

K.     WHY  BOUGHT  AT  TIME  OF  CLOSE 
INSTEAD  OF  SIX  MONTHS EARUER 


E.  CUSTOMER'S  IMAGE  OF  US 

F.  BUYING  METHODS 

1.  Decision  Participants 

2.  Buying  Criteria 

3.  Justification  Methods 


L.  LEAD  SOURCE 
M.  SALESPERSON 

N.      CHANGES  IN  ABOVE  CHARACTER- 
ISTICS WITHIN- 

1 .  Past  6  Months 

2.  Past  2  Years 


O.  DIFFERENCES  IN  PLANNED  VERSUS 
ACTUAL  CUSTOMER  CHARACTER- 
ISTICS 


-90  - 
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MARKETING 


QUICK-AUDIT  OF  MARKETPLACESENSITIVITY 

INSTRUCT IGNS:  Marketplace  awareness  is  your  ultimate  competitive  edge.  How  systematically 

does  your  organization  monitor  changes  signaled  by  your  customers,  pro- 
spects and  competition? 

You  can  quickly  profile  your  organization's  "marketplace  sensitivity"  by 
answering  each  of  the  questions  belov^.  When  you  have  finished,  total  up  your 
score  ana  compare  it  with  the  Rating  Scale. 


PRODUCT  LINE  PROFILED  

1.  We  havu  clearly  defined  our  Top  3  most  impor- 
tant market  segments  and  have  documented 
their  Characteristics  in  writing  to  guide  our 
product,  market  and  sales  decisions. 

2.  We  systematically  interview  our  New  Cus- 
tomers to  discover  the  real  reasons  why  they 
bought  from  us.  We  document  and  communi- 
cate the  results  internally. 

3.  We  segment  our  New  Customers  at  least  semi- 
.  annually  to  discover  new  trends. 

4.  We  systematically  interview  our  maicr  Lost 
Prosoects  to  discover  the  real  reasons  wny  they 
didn't  buy  from  us.  We  document  and  communi- 
cate the  results  internally. 

5.  We  segment  our  Lost  Prospects  at  least  semi- 
annually to  discover  new  trends. 

6.  We  can  anticipate  by  at  least  60  days  the  major 
strategic  moves  of  our  main  competitors. 

7.  We  have  identified  our  Top  3  most  important 
competitors  and  have  carefully  analyzed  their 
business  strategy. 

8.  Our  employees  actively  collect  comoctitive 
information  and  forward  it  to  headquarters. 

9.  Our  competitive  information  is  stored  in  one 
central  place  for  rapid  retrieval  and  analysis. 

10.  Most  of  our  market  strategy  decisions  are 
DATA-based  rather  than  OPiNlON-cased. 


TOTAL  THE  POINTS  FROM  EACH  COLUMN 

ADD  ALL  FOUR  COLUMNS  TO 
GET  THE  TOTAL  SCORE 


RATING  SCALE.  27-30 
23-:6 


Unaer  23  —  r-JetrCS  .Muon  A:;.jrit,on 


CIRCLE  ANSWER 


MOST  OF  SOME- 
THETIME  TIMES 


RARELY 


DONT 
KNOW 


0 
0 


INPUT 

1 943  L.indinos  Drive 
Mount:iin  Vifvv  CA  94043 
(415)  960  3990 

AMtv  f 


EXHIBIT  11-5 


MARKETING  INTELLIGENCE  IS 
THE  ULTIMATE  COMPETITIVE  EDGE 

•  Gut-Feel  Decision  Making  Is 
increasingly  Obsolete 

•  WTarketing  Intelligence  Is  Essential 

•  CSraracteristics  of  Good  Systems: 

-  Top  Management  Commitment 

-  Multiple  Data  Sources 

-  Formalized  Competitive  Analysis 

-  Computer  Support 


-  17  - 
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DATA-BASED  DECISIONS 


MARKET  INTELLIGENCE 


Customers 
Competitors 

Prospects 
Lost  Business 


•  Government 

•  Technology 
»  Economy 

•  Social  Changes 
9  Distribution 
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EXHIBIT  V-7 


EXAMPLES  OF  MARKETING  INFORMATION  SYSTEM  COMPONENTS 


SOURCES 


USES 


DATA  ITEMS 


EVENT  TRIGGERED 

Contact  Report 
Sale 

Lost  Sale 
Competitor  Moves 
Prospect  Identifi- 
cation 


TIME  TRIGGERED 

Annual  Customer 

Survey 
Lost  Prospect 

Review 

EMPLOYEE  TRIGGERED 

Competitor  Moves 
Prospect  Identifi- 
cation 


EARLY  WARNING 

Product  Mix  Shift 

Sales  Force  Produc- 
tivity Changes 

Sales  Cycle 
Lengthening 

Competitor  Strategy 
Shifts 

ANALYSIS 

Promotion  Effectivness 
Sales  Unit  Analysis 
Revenue  per  Person- 
Month 
Segment  Penetration 
Competitor  Strategy 


MARKETING  DECISIONS 

Customer  Needs 
Selection 
Customer  Group 

Selection 
Product  Features 
Customer  Support 
Sales  Promotion 
Sales  Tool  Develop- 
ment 
Distribution 

Channels 
Pricing 

Sales  Strategy 


CUSTOMERS  AND 
LOST  SALES 

Segment  Variables 
Decision  Criteria 
Decision  Participants 
Product  Use 
Competing  Products 
Product  Experience 


PRODUCT 

Unit  Sales 
Product  Mix 
Sales  Cycle 

PROSPECTS 
Source 

Decision  Participant 
Product  Interest 


SALES  FORCE 

Unit  Sales 
Product  Mix 
Product  Gaps 
Activity  Frequency 
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EXHIBIT  11-7 


RECOMMENDATIONS 

•  Sell  Marketing 

•  Incorporate  Characteristics  of 
Successful  Marketing  Methods: 

-  Top  Management  Support 

-  Major  Resource  Commitments 

-  Systematic  Market 
Intelligence  Gathering 

-  Measurement  of  Results 

•  Use  Marketing  Audits  to 
Uncover  Opportunities 


-  21  - 
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EXHIBIT  V-8 
MARKET  ALERT  CARD 


MARKET  ALERT 

Tn  TRAVIS  

From  .TpRHV  AA^iCAi)Dt=R   Date  _3Z2_ 


Priority 

Urgent 

QmportanF^ 

FYI 

Type 

([Bata^ 

^Suggest]oiiI> 

Problem 

Topic 

^tompetitio^i^ 

Product/Support 

Promotion 

Market  Needs 

/'Pricing^ 

Sales  Strategy 

lOHV         THEY  OerTttJ&  -Df=<PF-Rfi>Tl=^ 

/F  rhi<.  Hiun^p  7>(P,rf^  riMPSr/r/OO  H^eps  Og  j  Cjirn  over3 

Action  Requested 


Call  Me 


Other 


Notify 


r 

Comment  (continued  from  other  side)  


-97  - 

©1983  by  INPUT.  Reproduction  Prohibited. 


INPUT 

MMK3 


I 


EMPLOYEES 
I  ALL  LEVEL 


MUST  MAKE  DECISIONS 
BASED  ON 
MARKETPLACE  REALITIES 


r:..  CUSTOMER  M£^DS      .COMPETITION      .  COMPANY  CAPABILITIES  ^ 


FEWER 
WASTED 
SALES  CALLS 


MORE 
PROFITABLE 
PRODUCT 
ENHANCE- 
MENTS 


REVITALIZED 
PRODUCT 
LINES 


EXHIBIT  ll-l  V\cfca.w 

MARKETING  METHODS 
THAT  BOOST  SALES 

$81  Billion  Opportunity 

Complex,  Rapidly  Changing  Marketplace 

The  Question:  How  to  Shift  to 
Market- driven  Strategies 

Research  Scope 

-  Characteristics  of  Good  Marketing 

-  Examples 

-  How  to  Recognize  and  Act  on 
Opportunities 

-  Suggested  Methods,  Tools,  and 
Techniques 
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MARKET  STRATEGIES  CONTINUOUSLY 
DRIFT  OFF  TARGET 


$  1 50  +  EACH  \  WASTED  SALES  CALLS 
V////////\ 


/^$7,500  +  EACH-vl   misdirected  sales  promotions 


Z 


//////// 


///% 1 5,000  +  EACH  //\  UNNECESSARY  enhancements 


,  ,  ,  mistargeted 
$150,000  +  EACH /^/^^   PRODUCT  lines 


"THE  MARKETING 
CONCEPT" 


CHARACTERISTICS 

•  WAY  OF  DOING  BUSINESS 

•  INVOLVES 

-CUSTOMER  FOCUS 

-LONG-TERM  OUTLOOK 

-INTEGRATED  SYSTEMS 
APPROACH 

•  REQUIRES  COMPANY-WIDE 
IMPLEMENTATION 


8-3 


INPUT 


ON  TARGET 
MARKETING 


MARKETING 
JS  A  DEClSigN  PROCESS  i 


•     MARKETING  IS    NOT  SELLING 


•     MARKETING  IS    NOT    A  DEPARTMENT 


•      MARKETING  IS  DECIDING  


^WHOl 

I  TO  1 

WHAT 

r 


PRODUCT  AND  SALES  MARKETING 
THINKING  THINKING 


PRODUCT  FIRST   MARKET  NEEDS  FIRST 

SALES  REVENUES   PROFIT  PLANNING 

TODAY,  THIS  MONTH  LONG  TERM  TRENDS, 

OPPORTUNITIES 
AND  THREATS 

SELLANYONE    SEGMENT 

PRIORITIES 

INDIVIDUAL  EFFORT   GOOD  SYSTEMS 

FOR  ANALYSIS, 
PLANNING  AND 
CONTROL 
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EXHIBIT  11-3 

DELIBERATE  SALES  PROMOTION 
STRATEGIES  PAY  OFF 

•  Today's  Noisy  Marketplace  Demands 
More  Aggressive  Sales  Promotion 

•  Rewards  Abound 

•  Characteristics  of  Effective  Sales 
Promotion: 

-  Viewed  as  a  Strategic  Activity 

-  Ongoing  Commitment 

-  Includes  Measurement  Methods 


-  13  - 
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EXHIBIT  II-6 


CUSTOMER  SERVICE  IS  A 
MAJOR  MARKETING  OPPORTUNITY 

•  Full  Revenue  Potential  Often 
Overlooked 

•  Expand  Scope  of  Services: 

-  Supplies 

-  Environment  Planning 

-  Site  Audits 

-  System  Consulting 

•  Other  Actions  to  Consider: 

-  P&L  Center 

-  Reevaluate  Pricing 

-  Apply  Latest  Technologies 


-  19- 
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EXHIBIT  11-4 

EFFECTIVE  PRODUCT  POSITIONING 
DEMANDS  EARLY  DETECTION 

•  Market  Selection  Decisions  Are  #  1 

•  Strategies  Vary  but  Results  Are  Dramatic 

•  Characteristics  of  Effective  Product 
Positioning : 

-  Early  Detection 

-  Explicitly  Defined  Strategies 

-  Integrated  Products 

-  Early  Launch 


-  15  - 
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EFFECTIVE  MARKETING  IS  THE  KEY 


FACTORS  SUPPORTING  GROWTH 
PROCESSING  SERVICES 


Environment 
Marketing 
Products 


I     I     I  I  I  1  1  1 — I 

0  10  20  30  40% 

(Percent) 

©1984  by  INPUT.  Reproduction  Prohibited. 


30 


INPUT 

YAD7 


NUMBER  OF  TRANSACTIONS 


1980  1981  1982  1983 

AVERAGE         7.9  6.5  3.2  6.9 

MEDIAN         1.4  1.5  1.2  2.5 

Broadview  Associates 


42 
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DECISION  FACTOR  RATINGS 
(ALL  CUSTOMERS) 


DECISION  FACTOR 

RATING 

CONFIDENCE 

4.4 

SOFTWARE 

4.0 

PRICE 

3.8 

SUPPORT 

3.7 

EXPERIENCE 

3.4 

PROXIMITY 

3.1 

HARDWARE 

2.8 

VENDOR  SIZE 

2.6 

DEMO 

2.0 

1  =  NO  IMPORTANCE 
5  =  VERY  IMPORTANT 


TOP  3  DECISION 
FACTORS  BY  SEGMENT 


EXPERIENCED 
USER 


FIRST  TIME 
USER 


CONFIDENCE 


SOFTWARE 


PRICE 


2. 


SUPPORT 


CONFIDENCE 


PROXIMITY 


PRICE 


HARDWARE 


SUPPORT 


EXHIBIT  W-H 


CUSTOMER  ANALYSIS 
FACTORS  LIST 


PURPOSE:    Ou.  .o.  i.po.t^^ 

not  be  the  ones  we  intended  to  serve.  Therefore,  the  accuracy 
and  depth  of  our  understanding  of  their  characteristics  is 
fundamental  to  a  realistic  appraisal  of  our  opportunities. 

FACTORS-   An  analysis  of  the  following  factors  can  help  give  us  insights 
FACTOKb.    ^"^^^^J^.^g  ^^^^  ^3         really  selling  and  why. 


A.    CUSTOMER  SEGMENTS 

1.  Functions/Needs 

2.  Croups 


G.     OBJECTIONS  AND  CONCERNS 

1.  Most  Frequent 

2.  Toughest 


B.    PRODUCT  MODULES  ACQUIRED  H.     DEMAND  STIMULANTS 


C.  SATISFACTION  LEVEL 

1.  Product 

2.  Support 

D.  DEGREE  OF  PRODUCT  USE 

1.  Volume 

2.  Frequency 

3.  User  Characteristics 


I.     COMPETITORS  CONSIDERED 

1 .  Strongest 

2.  Second  Strongest 

3.  Third  Strongest 

J.      WHY  BOUGHT  FROM  US  INSTEAD 
OF  COMPETITION 

K      WHY  BOUGHT  AT  TIME  OF  CLOSE 
INSTEAD  OF  SIX  MONTHS  EARLIER 


E.  CUSTOMER'S  IMAGE  OF  US 

F.  BUYING  METHODS 

1.  Decision  Participants 

2.  Buying  Criteria 

3.  Justification  Methods 


L.  LEAD  SOURCE 
M.  SALESPERSON 

N.     CHANGES  IN  ABOVE  CHARACTER- 
ISTICS WITHIN- 

1 .  Past  6  Months 

2.  Past  2  Years 

O  DIFFERENCES  IN  PLANNED  VERSUS 
ACTUAL  CUSTOMER  CHARACTER- 
ISTICS 
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ON  TARGET  MARKETING' 

Opportunity 

 !  


Market     ^  External      Internal  Internal 
lntelligence"^Analysis  Analysis"*~lnformation 

3  

Strategy 


INPUT  ^ 


EXHIBIT  V-5 
RATING  SCALE, 
CUSTOMERS 


CRITERIA 


SCALE 


OUR 
RATING 


CUSTOMER 
SATISFACTION 


CUSTOMER 

PROFILE 

DATA 


PRODUCT 
USAGE 


SEGMENT 
IDENTI- 
FICATION 


REASONS 
BOUGHT 


Percent  of  customers  classified 
as  being  highly  satisfied  with 
our  product 


Percent  of  customers  for  which 
we  have  collected  at  least 
three  segment  variables 


Over  75% 


50%  to  75% 


Under  50% 


Over  75% 


Percent  of  customers  using  our 
product  "extensively" 


Extent  to  which  the  character- 
istics of  our  three  main  seg- 
ments have  been  defined,  docu- 
mented, and  communicated 


Extent  to  which  we  are  aware 
of  the  primary  reasons  why 
each  customer  in  the  past  12 
months  has  acquired  our 
product 


50%  to  75% 


Under  50% 


Over  75% 


50%  to  75% 


Under  50% 


Much 


Some 


Little 


=  +2 


=  0 


|u^y^^JOt^/A/ 


=  -2 


=  0 


=  -2 


=  +2 


=   0  XbtlYs^^ 


-2 


+2 


=  -2 


Have  formally  asked 
customers  =  +2 

Have  asked  sales 

person  =  ^ 


Gut  feel 
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EXHIBIT  V-6 
CUSTOMER  ANALYSIS 

WORKSHEET  SUMMARY 


Project 


All 


Page  — L  

Date . 


CONCLUSIONS/COMMENTS 


/oo?o  OveR  'f^BiLLioKi 
/^//  'Se.twbbM  HQ  Af^D  l^iO^ 

Mostly  Tt^oc.  ruDosrn/^ 
M^Hbt  ^mmrso  Ove^  ^^loB  Co. 


IMPACT  # 
O     T      S  W 


EVALUATION  OF  DATA  AVAILABILITY 

EXC.  ( 

^good) 

FAIR 

POOR 

ISSUES  TO  RESOLVE/DATA  NEEDED 


tofmr  /AJOusrr^/BS  TCS  To? 


ACTION  NEEDS  W 

FuRTiieR  ^e^m^toTAriooO  0^  '0\/er  ^/B/I//M  Co 


O  =  Opportunities,   T  =  Threats,   S  =  Strengths,   W  =  Weaknesses 

Form  #  OTM  (I3S" 
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CON-TARGET  _\ 
MARKETING  J 

DATA-BASED  DECISIONS 


INPUT 


EXHIBIT  V-7 


EXAMPLES  OF  MARKETING  INFORMATION  SYSTEM  COMPONENTS 


SOURCES 


EVENT  TRIGGERED 

Contact  Report 
Sale 

Lost  Sale 
Competitor  Moves 
Prospect  Identifi- 
cation 


TIME  TRIGGERED 

Annual  Customer 

Survey 
Lost  Prospect 

Review 

EMPLOYEE  TRIGGERED 

Competitor  Moves 
Prospect  Identifi- 
cation 


USES 

EARLY  WARNING 

Product  Mix  Shift 

Sales  Force  Produc- 
tivity Changes 

Sales  Cycle 
Lengthening 

Competitor  Strategy 
Shifts 

ANALYSIS 

Promotion  Effectivness 
Sales  Unit  Analysis 
Revenue  per  Person- 
Month 

Segment  Penetration 
Competitor  Strategy 

MARKETING  DECISIONS 

Customer  Needs 
Selection 
Customer  Group 
Selection 
Product  Features 
Customer  Support 
Sales  Promotion 
Sales  Tool  Develop- 
ment 
Distribution 

Channels 
Pricing 

Sales  Strategy 


DATA  ITEMS 

CUSTOMERS  AND 
LOST  SALES 

Segment  Variables 
Decision  Criteria 
Decision  Participants 
Product  Use 
Competing  Products 
Product  Experience 


PRODUCT 

Unit  Sales 
Product  Mix 
Sales  Cycle 

PROSPECTS 
Source 

Decision  Participant 
Product  Interest 


SALES  FORCE 

Unit  Sales 
Product  Mix 
Product  Caps 
Activity  Frequency 
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EXHIBIT  11-7 


RECOMMENDATIONS 

•  Sell  Marketing 

•  Incorporate  Characteristics  of 
Successful  Marketing  Methods: 

-  Top  Management  Support 

-  Major  Resource  Commitments 

-  Systematic  Market 
Intelligence  Gathering 

-  Measurement  of  Results 

•  Use  Marketing  Audits  to 
Uncover  Opportunities 
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ON  TARGET 


MARKETING 


i  EMPLOYEES 
I  ALL  LE 


J 


— ' 

MUSTnWIAkll)EC 
BASED  ON 
MARKETPLACE  REALITIES 

CUSTOMER  MEfOS      ■  COMPETITION      ■  COMPANY  CAPABILITIES 


EXHIBIT  11-1 


MARKETING  METHODS 
THAT  BOOST  SALES 

•  $81  Billion  Opportunity 

•  Complex,  Rapidly  Changing  Marketplace 

•  The  Question:  How  to  Shift  to 
Market-driven  Strategies 

•  Research  Scope 

-  Characteristics  of  Good  Marketing 

-  Examples 

-  How  to  Recognize  and  Act  on 
Opportunities 

-  Suggested  Methods,  Tools,  and 
Techniques 
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ON-TARGET 
MARKETING 


MARKET  STRATEGIES  CONTINUOUSLY 
DRIFT  OFF  TARGET 


<;$7,500  +  EACH'>l 


7777  ?  ?  /  /  jk 

^$  1 50  +  EACH  1  WASTED  SALES  CALLS 
^  /  /  /  /  /  /  / /I 


MISDIRECTED  SALES  PROMOTIONS 


/y/$  15,000  +  EACH  y/\ 


UNNECESSARY  ENHANCEMENTS 


MISTARGETED 
PRODUCT  LINES 


INPUT 


2-A 


MARKET  STRATEGIES  CONTINUOUSLY 
DRIFT  OFF  TARGET 


$150  + EACH 


WASTED  SALES  CALLS 


/^$7,500  +  EACHV| 

z_y^  /////// 


/  /  /  /  /  y 


MISDIRECTED  SALES  PROMOTIONS 


UNNECESSARY  ENHANCEMENTS 


MISTARGETED 
PRODUCT  LINES 


> 


"THE  MARKETING 
CONCEPT"  j 

CHARACTERISTICS 

•  WAY  OF  DOING  BUSINESS 

•  INVOLVES 

-CUSTOMER  FOCUS 
-LONG-TERM  OUTLOOK 
-INTEGRATED  SYSTEMS 


•    REQUIRES  COMPANY-WIDE 
IMPLEMENTATION 


INPUT 


6-3 


ON  TARGET 
MARKETING 


MARKETING 
IS  A  DECISION  PROCESS 


•      MARKETING  IS    NOT  SELLING 


•     MARKETING  IS    NOT    A  DEPARTMENT 


•     MARKETING  IS  DECIDING 


HOW 

TO 

SELL 

f     ON'TA^GET  A 
MARKETING  J 


PRODUCT  AND  SALES  ^  MARKETING 

THINKING  THINKING 


PRODUCT  FIRST   MARKET  NEEDS  FIRST 


SALES  REVENUES   PROFIT  PLANNING 


TODAY. THIS  MONTH  LONGTERMTRENDS. 

OPPORTUNITIES 
AND  THREATS 


SELLANYONE    SEGMENT 

PRIORITIES 


INDIVIDUAL  EFFORT   GOOD  SYSTEMS 

FOR 

PLANNING  AND 
CONTROL 


V  MARKETING  J 


PRODUCT  AND  SALES  MARKETING 
THINKING  THINKING 


PRODUCT  FIRST   MARKET  NEEDS  FIRST 


SALES  REVENUES   PROFIT  PLANNING 


TODAY.THIS  MONTH  LONGTERMTRENDS, 

OPPORTUNITIES 
AND  THREATS 


SELLANYONE    SEGMENT 

PRIORITIES 


INDIVIDUAL  EFFORT   GOOD  SYSTEMS 

FOR 

PLANNING  AND 
CONTROL 
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EXHIBIT  11-3 


DELIBERATE  SALES  PROMOTION 
STRATEGIES  PAY  OFF 


•  Today's  Noisy  Marketplace  Demands 
More  Aggressive  Sales  Promotion 

•  Rewards  Abound 

•  Characteristics  of  Effective  Sales 
Promotion: 

-  Viewed  as  a  Strategic  Activity 

-  Ongoing  Commitment 

-  Includes  Measurement  Methods 
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EXHIBIT  li-6 


CUSTOMER  SERVICE  IS  A 
MAJOR  MARKETING  OPPORTUNITY 

•  Full  Revenue  Potential  Often 
Overlooked 

•  Expand  Scope  of  Services: 

-  Supplies 

-  Environment  Planning 

-  Site  Audits 

-  System  Consulting 

•  Other  Actions  to  Consider: 

-  P&L  Center 

-  Reevaluate  Pricing 

-  Apply  Latest  Technologies 
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EXHIBIT  11-4 


EFFECTIVE  PRODUCT  POSITIONING 
DEMANDS  EARLY  DETECTION 

•  Market  Selection  Decisions  Are  #1 

•  Strategies  Vary  but  Results  Are  Dramatic 

•  Characteristics  of  Effective  Product 
Positioning : 

-  Early  Detection 

-  Explicitly  Defined  Strategies 

-  Integrated  Products 

-  Early  Launch 
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EFFECTIVE  MARKETING  IS  THE 


KEY 


STAGES  OF  DP  VENDOR 
MANAGEMENT  FOCUS 


PRODUCT  MARKETING 
AND 
SALES 


igpuT 


EFFECTIVE  MARKETING  IS  THE  KEY 


FACTORS  SUPPORTING  GROWTH 
PROCESSING  SERVICES 


Environment 


Marketing 


Products 


10  20  30 

(Percent) 
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40% 


30 


INPUT 


AVERAGE 
MEDIAN 


NUMBER  OF  TRANSACTIONS 

146 
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DECISION  FACTOR  RATINGS 
(ALL  CUSTOMERS) 


DECISION  FACTOR 

RATING 

CONFIDENCE 

4.4 

SOFTWARE 

4.0 

PRICE 

3.8 

SUPPORT 

3.7 

EXPERIENCE 

3.4 

PROXIMITY 

3.1 

HARDWARE 

2.8 

VENDOR  SIZE  . 

2.6 

DEMO 

2.0 

1  -  NO  IMPORTANCE 
5- VERY  IMPORTANT 


DECISION  FACTOR  RATINGS 
(ALL  CUSTOMERS) 


DECISION  FACTOR 

RATING 

CONFIDENCE 

4.4 

SOFTWARE 

4.0 

PRICE 

3.8 

SUPPORT 

3.7 

EXPERIENCE 

3.4 

PROXIMITY 

3.1 

HARDWARE 

2.8 

VENDOR  SIZE 

2.6 

DEMO 

2.0 

1  =  NO  IMPORTANCE 
5  =  VERY  IMPORTANT 


TOP  3  DECISION 
FACTORS  BY  SEGMENT 


EXPERIENCED 
USER 


FIRST  TIME 
USER 


2. 


3. 


CONFIDENCE 


SOFTWARE 


SUPPORT 
PROXIMITY 


PRICE 


PRICE 


CONFIDENCE 


HARDWARE 


SUPPORT 
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ON  TARGET  MARKETING"" 

Opportunity 
I  I 


Market  ^External      Internal  Internal 
Intelligence    Analysis  Analysis"*"lnformation 

I  I  ! 


Strategy 
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EXHIBIT  V-5 
RATING  SCALE, 
CUSTOMERS 


TOPIC 


CRITERIA 


SCALE 


OUR 
RATING 


CUSTOMER 
SATISFACTION 


CUSTOMER 

PROFILE 

DATA 


PRODUCT 
USAGE 


SEGMENT 
IDENTI- 
FICATION 


Percent  of  customers  classified 
as  being  highly  satisfied  with 
our  product 


Percent  of  customers  for  which 
we  have  collected  at  least 
three  segment  variables 


Percent  of  customers  using  our 
product  "extensively" 


Extent  to  which  the  character- 
istics of  our  three  main  seg- 
ments have  been  defined,  docu- 
mented, and  communicated 


Over  75% 


50%  to  75% 


Under  50% 


Over  75% 


50%  to  75% 


Under  50% 


Over  75% 


50%  to  75% 


Under  50% 


Much 


Some 


Little 


+2 


-2 


=  0 


=  -2 


=  +2 


-2 


+2 


-2 


REASONS 
BOUGHT 


Extent  to  which  we  are  aware 
of  the  primary  reasons  why 
each  customer  in  the  past  12 
months  has  acquired  our 
product 


Have  formally  asked 
customers  =  +2 


Have  asked  sales 
person 


=  0 


Gut  feel 
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EXHIBIT  V-6 
CUSTOMER  ANALYSIS 

WORKSHEET  SUMMARY 


Project 


Page  i  

Date . 


CONCLUSIONS/COMMENTS 


/00%  OVBR  'f^S ILL/OKI 

Mi^  'Sbtcubex)  HQ  Aioo  Ih^iom 
Mostly  T^oc.  rvDasr^/ir^ 

lUo  =  Oil.       s/j^  =Ae6q^aCB 


IMPACT  # 
O     T      S  W 


EVALUATION  OF  DATA  AVAILABILITY 


EXC.  (I^^GOOd) 


FAIR 


POOR 


ISSUES  TO  RESOLVE/DATA  NEEDED  • 

?k>-pUCT  =  l/e'R\f  0)MPAK)165 


ACTION  NEEDS 


O  =  Opportunities.   T  =  Threats,    S  =  Strengths,   W  =  Weaknesses 

Form  #  OTM  Il3r 
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EXHIBIT  V-4 


CUSTOMER  ANALYSIS 
FACTORS  LIST 


PURPOSE:    Our  most  important  business  decision  is  deciding  what  type  of 

customers  to  pursue.  The  customers  we  actually  sell  to  may  or  may 
not  be  the  ones  we  intended  to  serve.  Therefore,  the  accuracy 
and  depth  of  our  understanding  of  their  characteristics  is 
fundamental  to  a  realistic  appraisal  of  our  opportunities. 

FACTORS:    An  analysis  of  the  following  factors  can  help  give  us  insights 
concerning  who  we  are  really  selling  and  why. 


A.  CUSTOMER  SEGMENTS 

1.  Functions/Needs 

2.  Groups 

B.  PRODUCT  MODULES  ACQUIRED 

C.  SATISFACTION  LEVEL 

1.  Product 

2.  Support 


D.    DEGREE  OF  PRODUCT  USE 

1.  Volume 

2.  Frequency 

3.  User  Characteristics 


G.  OBJECTIONS  AND  CONCERNS 

1.  Most  Frequent 

2.  Toughest 

H.  DEMAND  STIMULANTS 

!.     COMPETITORS  CONSIDERED 

1.  Strongest 

2.  Second  Strongest 

3.  Third  Strongest 

J.      WHY  BOUGHT  FROM  US  INSTEAD 
OF  COMPETITION 

K.     WHY  BOUGHT  AT  TIME  OF  CLOSE 
INSTEAD  OF  SIX  MONTHS  EARLIER 


E.  CUSTOMER'S  IMAGE  OF  US 

F.  BUYING  METHODS 

1.  Decision  Participants 

2.  Buying  Criteria 

3.  Justification  Methods 


L.  LEAD  SOURCE 
M.  SALESPERSON 

N.     CHANGES  IN  ABOVE  CHARACTER- 
ISTICS WITHIN- 

1.  Past  6  Months 

2.  Past  2  Years 


O.  DIFFERENCES  IN  PLANNED  VERSUS 
ACTUAL  CUSTOMER  CHARACTER- 
ISTICS 
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EXHIBIT  V-7 


EXAMPLES  OF  MARKETING  INFORMATION  SYSTEM  COMPONENTS 


SOURCES 


USES 


DATA  ITEMS 


EVENT  TRIGGERED 

Contact  Report 
Sale 

Lost  Sale 
Competitor  Moves 
Prospect  Identifi- 
cation 


TIME  TRIGGERED 

Annual  Customer 

Survey 
Lost  Prospect 

Review 

EMPLOYEE  TRIGGERED 

Competitor  Moves 
Prospect  Identifi- 
cation 


EARLY  WARNING 

Product  Mix  Shift 

Sales  Force  Produc- 
tivity Changes 

Sales  Cycle 
Lengthening 

Competitor  Strategy 
Shifts 

ANALYSIS 

Promotion  Effectivness 
Sales  Unit  Analysis 
Revenue  per  Person- 
Month 
Segment  Penetration 
Competitor  Strategy 


MARKETING  DECISIONS 

Customer  Needs 

Selection 
Customer  Group 
Selection 
Product  Features 
Customer  Support 
Sales  Promotion 
Sales  Tool  Develop- 
ment 
Distribution 

Channels 
Pricing 

Sales  Strategy 


CUSTOMERS  AND 
LOST  SALES 

Segment  Variables 
Decision  Criteria 
Decision  Participants 
Product  Use 
Competing  Products 
Product  Experience 


PRODUCT 

Unit  Sales 
Product  Mix 
Sales  Cycle 


PROSPECTS 
Source 

Decision  Participant 
Product  Interest 


SALES  FORCE 

Unit  Sales 
Product  Mix 
Product  Gaps 
Activity  Frequency 
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EXHIBIT  11-7 


RECOMMENDATIONS 


•  Sell  Marketing 

•  Incorporate  Characteristics  of 
Successful  Marketing  Methods: 

-  Top  Management  Support 

-  Major  Resource  Commitments 

-  Systematic  Market 
intelligence  Gathering 

-  Measurement  of  Results 


•  Use  Marketing  Audits  to 
Uncover  Opportunities 
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FEWER 
WASTED 
SALES  CALLS 


MORE 
PROFITABLE 
PRODUCT 
ENHANCE- 
MENTS 


NEW 
MARKET 
OPPORTUNITIES! 


REVITALIZED 
PRODUCT 
LINES 


